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Abstract 
Hospitality industry is service-oriented, following that rationale, a successful organization, 
takes into consideration (except for the profitability indicators) the employee satisfaction 
along with customer satisfaction, to the extent of strategic planning. Nowadays, several 
researches show interest on examining the positive impact that employee satisfaction has 
on the quality of services and consequently on the customer satisfaction, resulting to the 
hotel’s financial performance. Another essential point, which is discussed in the present 
study, is the influence of job satisfaction on employee performance, as well as the high 
employee turnover in the hospitality industry, especially in Greece, considering the seasonal 
nature of this specific sector. While the lack of job satisfaction can cause high volumes of 
employee resignations, on whom an organization has invested time and money for their 
training and adaptation; at the same time, the turnover fluctuations can affect the financial 
performance and especially the profitability of a business. 
The current thesis aims to connect and exemplify the theories to a realistic case, by 
demonstrating an overall image of the performance of a hotel business through its financial 
indicators, as well as through the customer and the employee satisfaction. Therefore, to 
achieve that, a 5* hotel has been taken as a case study and all the necessary data from the 
Employee Satisfaction Questionnaires, the Guest Comment Cards, the financial ratios and 
the consolidated financial statements of the past 3 years (2016 to 2018) have been used, 
analyzed and evaluated. 
Τhe research methodology has been designed accordingly to help identifying the factors that 
mostly affect employee satisfaction and the results illustrated three predominant factors of 
employee satisfaction which pertain to issues related to 1)Supervision and Management, 
2)Employee Engagement and 3)Incentives. The employees seemed less satisfied with 
Payment and Training Opportunities and the total satisfaction score was differentiated 
between the employees’ age groups and work departments. Finally, departments with low 
employee satisfaction displayed lower customer satisfaction score. All the interesting results 
extracted from the research are going to be outlined in the lines to follow. 
Keywords: Employee Satisfaction, Customer Satisfaction, Hotel KPIs, Service Quality, Internal Service Quality 
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1. Introduction 
1.1 Research Questions 
The purpose of the present thesis is to address and try to answer the following research 
questions: 
a. Which are the factors that affect employee satisfaction? 
b. How the overall quality of services affects customer satisfaction? 
c. Which is the level of the financial performance of the hotel in relation to the level of 
customer & employee satisfaction? 
1.2 Research Objectives 
The research objectives are to present the key points of the theoretical background of 
satisfaction and to investigate the relationships of customer satisfaction, employee 
satisfaction and the financial performance of a hotel. More specifically, the relevant 
dimensions and factors are going to be demonstrated and the focus will be gathered on 
studies which analyze the relations between the three components that determine the 
overall performance of a service-oriented business. 
As for the theories’ precision, a 5* Hotel in Corfu island has been chosen to be examined in 
order to concentrate and point out the components’ measurements of the study. So, this 
study aims as well at exploring the potential existence of these specific components. Last but 
not least, a final objective is to be able to acknowledge the significance of the enhancement 
of the employee satisfaction as a strategic plan of a hotel, through the illustration of a 
literature framework and statistical evidences. 
1.3 Thesis Overview 
The structure of the current thesis expands into five chapters. The first chapter displays the 
introductory elements as the objectives and research questions. Satisfaction is a 
psychological concept that has to do with emotions, therefore with people. Customer 
satisfaction, as part of this concept, is critical for a hotel survival; thus, meeting and 
exceeding guests’ expectations is the most important factor of success. Therefore, by 
creating and sustaining employee satisfaction, adequate service delivery is enabled, and 
guests are able to create memorable experiences which can lead to loyalty. The ultimate 
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gain from this, would be the competitive advantage in a highly competitive marketplace 
such as hospitality industry (HI), and the increased income for the business. To this extent, 
the second chapter develops the relevant literature, the terms, the definitions and the 
dimensions of satisfaction. In particular, several approaches of customer and job satisfaction 
are reviewed, as well as dissatisfaction. Additionally, the service quality and the internal 
service quality as determinants of satisfaction are explored. Moreover, the hotel financial 
performance, as a third component of this study is presented, and some Key Performance 
Indicators are outlined. This chapter concludes with a summary of the above literature and 
the interconnection among the three components. 
In the third chapter, the research tools are analyzed, and the overall methodology is 
portrayed. Moreover, the chapter descants on the procedures that have been followed to 
collect and analyze the data and discuss the limitations of the research. 
The fourth chapter demonstrates the findings. This chapter also includes the descriptive 
statistics of the employee satisfaction survey. In addition, analysis based on the above 
questionnaire is provided (factor analysis, One-way Anova test, Chi-square test and T-test) to 
address the research questions. Furthermore, the results of customer satisfaction data 
analysis and financial ratios of the last 3 years are presented.  
In the last chapter, the author firstly summarizes the findings that have been arose, both 
from the literature and from real data of a Greek hotel business, and then continues to the 
suggestions for further research and the proposition of some recommendations for the 
specific hotel.  
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2. Literature Review  
2.1 Customer Satisfaction 
Several studies compare the cost of retaining existing customers and attracting new; the 
findings indicate that attracting new ones cost five times more than dedicating resources to 
the actual ones, such as money and time (Naumann & Giel, 1995). These studies highlight 
the importance for firms to retain relationships with customers, by providing high levels of 
quality service and quality products. Additionally, creating customer loyalty and maintaining 
the high levels of service has become a challenge among companies. Thus, as stated by 
Hayes (1997), the awareness of customer expectations and requirements is essential, in 
order to understand how the customer defines the quality in services or products. As 
mentioned above, the customer satisfaction (CS) is recognized as a pivotal issue for all 
companies because it leads to positive attitudes towards brand awareness and word of 
mouth, which results in continuous purchasing of the brand products in opposition of 
dissatisfaction (Assael, 1987). 
Although, there is a variety of approaches in explaining CS and customer dissatisfaction 
(CDIS), the most widely used is the expectancy disconfirmation theory developed by Richard 
Oliver (1980). Oliver (1980), attends that satisfaction level is the practical consequence of 
the difference between expectations of customers and received performance from a 
product or a service delivered. This theory has been confirmed in several studies (Oliver & 
DeSarbo, 1988) and describes the customers’ anticipated performance of the product or 
service before purchasing them. When the product or service is consumed, the outcomes 
are compared against the expectations, and if the results match with the expectations, 
confirmation occurs. If the pre-purchasing expectations have differences with the 
performance of product or service, disconfirmation occurs. To elaborate, when the 
outcomes exceed the expectations a positive disconfirmation appears, while when the 
performance of the product or service is less than expected a negative disconfirmation 
makes its appearance. In conclusion, satisfaction can be caused by “either confirmation or 
positive disconfirmation of consumers’ expectations, but dissatisfaction is caused by 
negative disconfirmation”. Therefore, customer satisfaction can be defined as an emotional 
statement after the consumption of a product or a service based on the outcome of the 
performance. Another definition is proposed by Vavra (1997), who characterizes the CS as 
 4 
 
the endpoint results from the experience of the consumption. The results can be expressed 
as an emotional reward when evaluated and compared with anticipated outcomes. 
Furthermore, Vavra (1997), presents the contribution of the evaluation and the 
psychological processes in CS and points to the assessment of satisfaction during the service 
delivery process. In a similar vein, Schiffman and Kanuk (2004, p. 250), suggest that customer 
satisfaction is “the individual’s perception of the performance of the product or service in 
relation to his or her expectations”. 
Other researchers define customer satisfaction as an evaluative judgement after the 
consumption of a specific product or service (Gundersen, et al., 1996). It is the result of an 
evaluating process during and after the consumption experience in contrast with the pre-
purchase expectations (Oliver, 1980). Another, more recent approach of CS as presented by 
the World Tourism Organization, is that customer satisfaction is the psychological concept 
that comprises the feeling of pleasure that the customer hope to obtain from an appealing 
product and/or service. 
2.1.1 Dimensions of Customer Satisfaction 
Several conducted studies indicate the main factors that can influence hotel guests’ 
satisfaction. Atkinson (1988), Knutson (1988), Barsky and Labagh (1992), Akan (1995), Choi 
and Chu (2001), have as a common ground factor the employees’ behavior and courtesy. 
Moreover, the room cleanliness, the convenience of the location as well as the security, are 
of a major concern, as mentioned by Atkinson (1988) and Knutson (1988). Latest studies 
(Choi & Chu, 2001), concentrate mostly in quality and value.  
As far as the CDIS is concerned, cost is not the only reason to cause it, but offering low-
quality products and/or services are likely to lead to dissatisfaction (Nurminen, 2007). 
Although the customer satisfaction plays a vital role in business maintenance and success, it 
differs from guest to guest, since there are cultural differences. Some guests may not 
appreciate a service delivered while others do. Cultural diversity may urge hotels to 
customize their services according to each guest’s cultural background. It is a widely held 
belief that the customer satisfaction is the imperative part of the business success. 
Therefore, identifying and classifying customers into target groups, taking always into 
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consideration the different customer segments, can help developing focused and 
personalized service (Nurminen, 2007).  
2.1.2 Service Quality and Customer Satisfaction 
As mentioned previously, the determinant factor of CS is the quality of services combined 
with customer relationship management (Mubiri, 2016). The findings of several researches 
could assist hoteliers to create strategies in areas such as customer relationship 
management and product design so as to improve the quality of offering services and/or 
products. 
An inspection method has been introduced by Morrison and O’Mahoney (2002), to 
ameliorate the quality of services offered in hotels. This technique is based on the evaluation 
of employees’ responsiveness to handle guests’ enquiries. On the one hand it appraises 
employees’ performance and effectiveness, and on the other hand it displays hotel’s 
commitment and willingness to respond in guests’ requests in a timely manner. 
According to Tsiotsou & Goldsmith (2012), in the hotel industry, management’s and 
stakeholders’ effectiveness can be measured by customer loyalty, thus an approach focused 
on quality services provided to guests can improve the retention of existing customers, in 
essence of loyalty; and can enhance the competitiveness of the hotel. 
In the hotel industry, customer satisfaction and loyalty can be achieved with amalgamation 
of all stakeholders’ efforts. Apart from improving the quality of services, by involving guests 
in research for guest satisfaction through cards, management can show that their opinion is 
of a high importance and suggestions are welcome (Singh & Dewan, 2009). 
In addition, achieving CS is considered as the cheapest method of promotion, with a ratio of 
a range about 10 to 1 (Knutson, 1988, p. 17) and 5 to 1 (Naumann & Giel, 1995, p. 22). Hayes 
(1997), suggests the soft, or subjective measures of quality in services. The questionnaires 
focus on guests’ attitudes and viewpoints, and how they determine the quality of the 
received service, rather than concentrating on objective criteria. 
Parasuraman et al. (1985; 1988; 1991), developed and implemented the Service Quality 
Model (SERVQUAL Method). As indicated by the name, it is a method used to measure the 
quality of services provided to customers. It is a structured form consisted of ten 
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components: “1) Reliability, 2) Responsiveness, 3) Competence, 4) Access, 5) Courtesy, 6) 
Communication, 7) Credibility, 8) Security, 9) Knowing the customer, and 10) Tangibles”. 
SERVQUAL method had a great impact on businesses during the 80s, because back then 
measuring service was not easily quantifiable. It was initially designed to be used in retail 
industries; as there was an interest in understanding customer expectations and 
measurement of service quality (SQ). For service providers measuring quality was much 
harder because of their unique characteristics such as intangibility and diversity. This model 
provides a set of factors to service firms in order to estimate consumer’s overall opinion for 
the firm. 
The years to follow, researchers (Parasuraman, et al., 1985; 1988; 1991), simplified the 
method components into five generic dimensions. 
 
Figure 1_ RATER _ source: (Parasuraman, et al., 1985; 1988; 1991) 
The SERVQUAL method identifies the SQ by using the “gap between customer expectations 
(E) and the perception of the service providers’ performance (P)”. Parasuraman et al., 
(1985), suggest measuring service quality by subtracting customer’s perception scores from 
customer expectations scores (Q= P – E). In order to extract the scores, a 22-scale 
instrument is used to measure R-A-T-E-R’s five dimensions.  
Rensponsiveness   - is the firm’s willingness to help customers and provide prompt service
Assurance
- refers to knowledge and courtesy of employees as well as the ability to convey trust and
confidence to customers
Tangibles  - refers to physical facilities, communication materials, equipment and appearance of personnel
Empathy  - provision of caring and individualized attention to customers
Reliability  - is the firm’s ability to perform the promised services dependably and accurately
RATER
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Figure 2_ SERVQUAL Questionnaire _ source: (Fripp, 2015) 
The scores should be deducted from the customers feedback through questionnaires 
addressed to them. The greater the positive result, the greater the positive amount of 
service quality, and vice versa, since the score represents the perceived SQ in comparison 
with customer expectations. The score indicates to what extent the gap exists between what 
customers expect to receive as service, and what they actually receive (according to their 
perceptions). In addition to measuring the quality of services provided to consumers, this 
method can be conclusive whether CS or CDIS occurs.  
In consonance with Parasuraman’s method, Zeithaml et al. (1988), evince a method that 
explains the “gaps that may exist between the customer expectations and the actual service 
delivered”. In 1997, Vavra (p. 91) identified a sixth gap between the customer’s desired 
service and expected service. 
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Figure 3_ The Gaps in Service Delivery Process _ source: (Zeithaml, et al., 1988) 
Internal Service Quality  
There are a few direct definitions for service and usually there is a comparison with products 
in order to differentiate the characteristics and better comprehend the notion of service. 
The basic characteristics which differ from the manufactured products, as mentioned by 
Kandampully (2002) are the a) intangibility, b) inseparability, c) perishability, and d) 
heterogeneity of services. Furthermore, Berry (1980) defines the service as an act, effort or 
performance. 
Taking into consideration the significance of internal service quality (ISQ), Frost and Kumar 
(2000), modified the GAP Model and the SERVQUAL Method, into INTSERVQUAL focusing on 
employees. The latter will be used in ISQ measurement. Among the objectives of their study, 
the basic one was to verify the reliability of the modified instruments and investigate if the 
internal service quality model fits in the theoretical framework.  
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Figure 4_ Internal Service Quality Model_ source: (Frost & Kumar, 2001) 
Another interesting approach is from Finn et al. (1996), that describes the internal service 
quality as the perceived SQ provided by organizational units or the people that work in these 
organizations, to employees. 
By the same token, “internal service has been defined as all kinds of services a company or 
organization provides to its employees” (Finn, et al., 1996). In order to determine the 
managers which actions are compulsory for employee satisfaction (ES) improvement and 
thus, customer satisfaction, they should measure the components of internal service. 
“Internal service quality is important because it relates both customer satisfaction and job 
satisfaction” (Hallowell, et al., 1996).  
 
Figure 5_ The Components of Internal Service Quality _ source: (Hallowell, et al., 1996) 
Tools Does the organization provide the necessary tools to the employees so to serve customers?
Policies and 
procedures
Do policies and procedures make easier serving customers?
Management 
support
Does management support employees’ ability to serve?
Teamwork Does teamwork exist among individuals and departments when necessary?
Goal alignment Are the goals of the front-line employees aligned with the senior management?
Effective training Are the training useful, job-specific, and made available in a timely manner?
Communication Does fundamental information exchange occur? (both horizontally and vertically through the organization)
Rewards Are good performance of individuals recognized or rewarded?
The Components of Internal Service Quality
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(Garvin, 1988; Zemke & Bell, 1989; Zeithaml, et al., 1990; Berry & Parasuraman, 1991; Hart & 
Bogan, 1992; as cited in Hallowell, et al., 1996) 
Boshoff and Mels (1995), append the immense impact of ISQ on external customers due to 
the concurrent characteristic of every employee as a service provider and utilizer. When an 
employee is satisfied in their workplace, the provision of service tends to be better than 
when an employee is unsatisfied. To conclude, a recent study from Large and Konig (2009), 
indicated that the enterprise’s overall performance requirement is the great internal service 
quality, which is related to employee behavior. 
2.2 Employee Satisfaction 
Job satisfaction (JS) describes whether an employee is satisfied with his job and work 
environment, engaged to the organization and if they are pleased with the salary and other 
remunerations provided by the organization. Basically, employee or job satisfaction 
illustrates, as a measure, the degree of happiness an individual may feel in a job or in a 
working environment. Employee satisfaction is indicated as a factor in employee motivation, 
employee goal accomplishment and positive morale in the workplace. The term of job 
satisfaction has a variety of definitions and most of them are widely accepted. 
One of those is Middlemist’s and Hitt’s (1981, p. 460), who define it as “the feelings -good or 
bad- that one has about the work and the work environment”. According to Hoppock (1935, 
p. 47), ES is “any combination of psychological, physiological, and environmental 
circumstances that cause a person to say, ‘I am satisfied with my job’”. Another definition 
stated by Davis (1988 as cited in Tutuncu & Kozak, 2007) is “pleasantness or unpleasantness 
of employees while working”. Furthermore, Wanous and Lawer III (1972), explain JS as the 
general meaning of the fulfillment acquired by experiencing various job activities and 
rewards. The term is used to interpret outcomes that an employee has already experienced. 
Thus, “satisfaction is a consequence of rewards and punishments associated with past 
performance” (Wanous & Lawler, 1972). A more detailed definition states that “the job 
satisfaction is a worker’s emotional response to different job related factors resulting in 
finding pleasure, comfort, confidence, rewards, personal growth and various positive 
opportunities, including upward mobility, recognition and appraisal” done on a merit pattern 
with monetary value as compensation (George & Jones, 2005; Robbins & Judge, 2007). 
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Syptak et al. (1999) notably exhibit their findings concerning satisfied employees. They 
presented JS as an important factor for organizations, because of creativeness, commitment 
and productiveness of satisfied employees. Hotel industry’s organizational career 
management, particularly internal service, can enhance the development of both employees 
and organization’s brand, since these can influence employees’ desire for organization’s 
success by fulfilling their needs for personal advancement. As an aftereffect, these feelings 
lead to positive attitudes for organization and create JS, which results to a better 
performance. 
A few years later, a study of Meyer et al. (2002) connects job satisfaction to cost efficiency of 
businesses, in particular with low levels of absence and employee turnover. 
“Yes, it is possible for you and your employees to be happy on the job. The key is in how you 
handle two factors: motivation and hygiene” (Syptak, et al., 1999). 
Herzberg’s two-factor theory (1966), or Motivator- Hygiene Theory, is an advanced 
introduction of job satisfaction. This theory describes the work as a principal source of JS and 
displays the concept with two dimensions of factors, the Intrinsic and Extrinsic, also known 
as the motivators and hygiene respectively (Iqbal, et al., 2012). As presented on the figure 
underneath, the intrinsic or motivator factors refer to the job content, which includes 
“achievement, work itself, responsibility, recognition and advancement” (Herzberg, 1966). 
On the other side, the extrinsic or hygiene factors pertain to “work environment and involve 
company and administrative policies, supervision, salary, interpersonal relations and 
working conditions” (Herzberg, 1966). 
 
Figure 6_ Herzberg's Two-Factor Theory _ source: (Herzberg, 1966) 
Hygiene Issues   (Dissatisfiers) Motivators   (Satisfiers)
Company and Administrative policies Work Itself
Supervision Achievement
Salary Recognition
Interpersonal Relations Responsibility
Working Conditions Advancement
Herzberg’s Two-Factor Theory 
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Furthermore, Herzberg (1966), specifies: “once the hygiene issues have been addressed, the 
motivators can create job satisfaction among employees”. Admittedly, even though the 
presence of motivators is related to JS, their absence is not related to dissatisfaction. On the 
other hand, the absence of Hygiene factors is linked to dissatisfaction, but their presence 
cannot create job satisfaction. 
Overall, the Motivator-Hygiene Theory displays the elements that are necessary to 
understand the concept of work; in which areas to focus and improve the motivation 
techniques so as to boost their employees and create job satisfaction. 
However, the emotion of job satisfaction or dissatisfaction depends on the employees’ 
expectations. This varies from one individual to another, as one with low expectations is 
most likely to be satisfied with a certain job position, whereas another, with high 
expectations, will probably not, even though it is the same job position (Cranny, et al., 1992). 
Locke (1969), explained that “the job satisfaction and dissatisfaction are a function of the 
perceived relationship between what one wants from one's job and what one perceives 
from it as offering or entailing”, adding that it is actually the summarized evaluation of 
different job elements composed. 
 
Figure 7_ Job Satisfaction Drivers _ source: (Field, 2008) 
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2.2.1 Employee Engagement 
The last decades, there is an increasing interest on employee engagement from both 
academic and business industries. Many studies focus on employee engagement and justify 
that it has a great impact on business outcomes and success, in addition to “employee 
outcomes, work performance and productivity” (Bates, 2004; Baumruk, 2004; Richman, 
2006). 
Employee engagement has been described by many social scientists and researchers as an 
emotional blend of the sense of commitment and connection, dedication and positive 
cognitive towards employment organization and its goals (Robinson, et al., 2004; Baumruk, 
2004; Richman, 2006; Bux & Tay, 2010). Saks (2006), extended this viewpoint and related 
direct and indirect factors of support, fairness and recognition from supervisors and senior 
managers to employee engagement. Rosas-Gaddi (2011, as cited in Manvinder & Owais, 
2015) highlighted the significance of empowerment of employees by the management by 
creating trust in the relationship between superiors and subordinates. Additionally, job 
training programs and job advancement strategies are important determinants that also 
make positive impact on employee engagement (Kahn, 1992). 
A definition of employee engagement is suggested by Kahn (1990, p. 694), asserting that “it 
is the state when people employ and express themselves physically, cognitively, and 
emotionally during role performances”. 
Furthermore, Saks (2006), in his study presented the antecedents which lead to employee 
engagement and eventually to job satisfaction. Those factors are “job characteristics, 
perceived organizational support, perceived supervisor support, rewards and recognition, 
procedural justice and distributive justice” (Saks, 2006). Moreover, in the same research the 
significance of JS as an outcome of employee engagement is highlighted; the lack of both can 
cause negative results in organization’s performance and bring sequential costs. Therefore, 
employee engagement is a pivotal factor of employee satisfaction. 
2.2.2 Determinants of Job Satisfaction 
Luthan (2011), recommends for the employees to have the opportunity of expression 
regarding the contribution in their jobs, without the feeling of dread. It is known that 
employees considered to be a part of the intangible assets of an organization (Sutherland & 
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Jordaan, 2004), and employee engagement is directly linked to the organization’s financial 
performance. So, companies by providing a pleasant internal working environment to their 
employees, expect eventually to lead them through JS to higher organizational performance. 
Among others, the theory of Heskett (1994), is significant as it proposed the ‘service- profit 
chain theory’, which explains the relationship between the profitability of an organization, 
the customer loyalty and the ES that consequently contributes in great productivity. It has 
been proven by several studies that the retention of customers or customer loyalty has 
direct influence on business’ profit. So, the specific theory explains the interconnection of 
the aforementioned elements that compose the chain. The primary goal of any business, 
which is the best possible financial performance, has direct positive relationship with 
customer loyalty. Howbeit, customer loyalty is heavily depended on satisfaction, which can 
be achieved by exceeding customer’s expectations; and this is influenced by the value in the 
provided service experience. Value can be created by a loyal, productive and satisfied 
employee, while, satisfaction comes along with high quality of organizational support 
services and policies. To this extend, several studies have specified the meaning of taking 
care of employees by offering them a better salary, continuous training and development, 
and making them feel confident and secure (Schneider, 1991; Koys, 2003; Gursoy & 
Swanger, 2007). 
Impact of Working Life on Job Satisfaction 
As explained by Wang (2011), employees with long working life feel the consequences of it 
in their social and personal life. Similarly, Ghiselli et al. (2001), stated that balance between 
working life and personal one is of a high importance in order to avoid conflicts and 
problems, which lead employees in renunciation of jobs in the HI. In addition, their study’s 
findings indicate that there are not any relations with socioeconomic characteristics that can 
affect job satisfaction or working life balance. 
Impact of Communication and Management Leadership on Job Satisfaction 
Although Qu et al. (2001), demonstrate the supervision as the least important factor of 
succeeding job satisfaction, this comes in contrast to many researchers such as Taylor & 
Bowers (1972), and Karatepe et al. (2003), who associated supervisory leadership in a 
positive relation with JS. Several researches (Rhoades, et al., 2001; Babakus, et al., 2003), 
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showed that the perception of employees about management can affect the levels of job 
satisfaction and the employee turnover. In other words, employees tend to experience 
higher levels of JS when they discern sincere interest in their well-being by the senior 
management and consequently this reduces employee turnover. Moreover, Allen & Griffeth 
(2001), pointed out the job satisfaction as a strong predictor of employee turnover intention, 
and Hulin & Judge (2003), added the lower levels of tardiness and absenteeism. However, JS 
can be increased by providing some sort of autonomy to the employees, by job control and 
by receiving social support from colleagues; in opposition to workload and stress factors, 
where the job satisfaction levels can be reduced (Hackman & Oldham, 1976). 
2.2.3 Empowering Employee Satisfaction 
After Conger and Kanungo (1988), related the motivational concept of empowerment to 
self-efficacy, they concluded to the definition of empowerment as the process of improving 
the feeling of self-efficacy of employees. Furthermore, two years later, Thomas and 
Velthouse (1990), used a drawing to define empowerment, which describes empowerment 
as internal motivation that can be explained by four dimensions, namely “1) sense, 2) 
competence, 3) choice and 4) impact”. 
 
Figure 8_ Cognitive Model of Empowerment _ source: (Thomas & Velthouse, 1990) 
He et al. (2010), added that empowerment affects positively the ISQ as perceived by 
employees, hence, the overall job satisfaction. 
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All in all, many entrepreneurs, managers and researchers agree on the importance of 
employee management, pointing it as the major resource to the organizational success. It is 
more feasible to reach goals when empowerment and involvement is provided by the senior 
management, subsequently competitive advantage appears and beneficial yield outcomes 
are inevitable (Etzioni, 1975; Siegall & Gardner, 2000). When it comes to hotel 
establishments, due to their service- oriented nature, and the simultaneous use of 
production and consumption, problems require immediate solution. Thus, the importance of 
empowerment becomes twofold to promote customer and ES (He, et al., 2010). 
As added by Kang et al. (2015), using numerous motivation techniques and establishing good 
relations by offering “supervisory support, make employees feel valued, understood and 
cared about”. This creates positive managerial support and the outcomes are the reduction 
of high employee turnover rate, the promotion of the organizational culture and employee 
satisfaction that leads to CS. 
The positive moral towards the organization is likely to make employees provide better 
services in order to exceed guests’ expectations. Bearing that in mind, customer satisfaction 
and repeated consumption have better potentials to be achieved, and consequently positive 
word-of-mouth and better financial performance are unavoidable (Koys, 2003). However, 
several studies (Kusluvan, et al., 2010; Bharwani & Butt, 2012) highlight the significance of 
Human Resource Management practices, especially for hotels which promote organizational 
culture and positive attitude in general among their employees. 
2.3 Hotel Performance 
Hospitality industry is people-oriented, but nonetheless highly competitive industry. 
Ivankovic et al. (2009), accentuate in their study the importance of focusing on both 
employees and guests, in order to be competitive and successful. Every business strategy’s 
purpose is the greatest possible performance and plays a vital part in economic sustainability 
of the organization. 
The success of an organization though, depends also on other factors; Gursoy and Swanger 
(2007) divided those factors in two categories, External and Internal. External factors are 
related with macro-environments like demographics, economic, natural, technological etc., 
and, Internal factors include variety of equipment, buildings, knowledge, personnel, 
 17 
 
organizational resources such as capital, market share, etc. External factors have limited if 
no control at all by the organization, in opposition of internal factors, where they 
characterized as the organization’s competencies by Harmsen et al. (2000). 
Many researchers (Chi & Gursoy, 2009; Naseem, et al., 2011) agreed on the determinants of 
long-term financial sustainability of an organization in the HI. It is suggested that the success 
of a firm depends not only on CS but also on the “development of new products and 
services, the attitude and behavior of employees”. So, hospitality companies should take a 
broader approach of employees, customers, management and suppliers, not only by 
financial aspect (Chi & Gursoy, 2009).  
Further on, a hotel’s performance entail cumulative efforts of employees from all the 
departments, whether are in front of the house or in back of the house (Hsieh & Lin, 2010). 
In addition to this, hotels can be divided as three business units, with separate income, 
which contribute to the hotel’s overall successful performance. These business units have 
distinct presence of physical assets (food and beverages), intangibility (accommodation) and 
typical features of retail stores (boutiques, stores) (Winata & Mia, 2005). 
2.3.1 Hotel Performance Measurement Methods  
Organizations use performance measurement methods to appraise financial or non-financial 
performance, these indicators are equally important in decision-making processes for hotel 
management departments as well (Ivankovič, et al., 2010).  
There are several approaches suggested in the tourism management literature in order to 
measure hotels’ performance such as profitability indices, customer satisfaction, 
productivity, response time and so forth (Phillips & Louvieris, 2005). 
Financial and Non-Financial Performance Indicators 
The financial measures that suggested by several researchers (Harris & Mongiello, 2001; 
Atkinson & Brown, 2001; Wadongo, et al., 2010) in their studies for hospitality industry, 
were profitability, liquidity, activity and operating ratios along with solvency ratios. As 
concerns to the non-financial measures used in the same studies were competitiveness, 
organizational flexibility, quality of service, customer satisfaction, resource utilization and 
environmental perspective among others. The same researchers agreed on the significance 
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of both financial and non-financial performance measures in organization management.  
Atkinson and Brown (2001) though, solemnified the high degree of “perishability, 
intangibility, heterogeneity and simultaneity” in hospitality industry and put in the forefront 
the need for measures which assist on the reflection of market orientation and revenue 
management, so to be able the managers to overcome the difficulties of the complex nature 
of service delivery organizations and the high operational fixed costs (Brander Brown & 
Harris, 1998; Kotas, 1975; Harris, 1999 as cited in Atkinson & Brown, 2001).  
The outcomes of Kala and Bagri (2014) study, suggested that there is an indirect impact of 
non-financial performance  on overall performance through causality, they revealed also 
that there is a direct influence of non-financial performance measures to financial. So, 
despite of the usage and importance of the financial performance measurements, the 
implementation of a wider set of indicators can provide greater opportunities of measuring 
the effectiveness of hotel performance in longer terms (Kala & Bagri, 2014).  
2.3.2 Financial KPIs for Hotel Performance Evaluation 
Key Performance Indicators (KPIs) are used to demonstrate the effectiveness of an 
organization at multiple levels. Their most common use is by managers and shareholders to 
identify the success and the growth of the organization in critical areas; whether it meets its 
strategic and organizational objectives, the resources management’s efficiency, if the 
outcomes reach the settled management goals as well as if and at which point the 
shareholders are satisfied. Key Indicators are also used as a reference point that allows 
competitive analysis (Neely, 2005). 
Some of the most important KPIs in hotel management are: 
• Return on Assets (ROA): the ratio indicates how profitable is the organization in 
relation to its total assets. The minimum accepted quotient is 1, anything less means 
either that the organization has invested in the latest year huge amounts in long 
terms, or the organization generates lower levels of income comparing to its assets. 
An excellent quotient could be close to 2. Conventionally, in hotels the ROA is small 
due to the volume of the assets and the frequent renovations and maintenance 
(Bragg, 2002). 
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𝑁𝑒𝑡 𝐼𝑛𝑐𝑜𝑚𝑒
𝐴𝑣𝑒𝑟𝑎𝑔𝑒 𝑇𝑜𝑡𝑎𝑙 𝐴𝑠𝑠𝑒𝑡𝑠 
= 𝑅𝑒𝑡𝑢𝑟𝑛 𝑜𝑛 𝐴𝑠𝑠𝑒𝑡𝑠 
• Total Revenue per Available Room (TREVPAR): the ratio is used to provide to 
managers the financial performance of the property. By dividing the Total Room 
Revenues by the Total Available Rooms in the hotel, the amount of the specific 
currency that generates each hotel’s room can be extracted. The ratio can be used 
per day or for a time of period. Hence, the TREVPAR is the best way to indicate how 
successfully is the revenue management and how the reservations department 
operates during slow periods or/and if it upsells a higher rated room or package on 
peak periods (Pizam & Holcomb, 2008). 
𝑇𝑜𝑡𝑎𝑙 𝑅𝑜𝑜𝑚 𝑅𝑒𝑣𝑒𝑛𝑢𝑒𝑠
𝑇𝑜𝑡𝑎𝑙 𝐴𝑣𝑎𝑖𝑙𝑎𝑏𝑙𝑒 𝑅𝑜𝑜𝑚𝑠
= 𝑇𝑜𝑡𝑎𝑙 𝑅𝑒𝑣𝑒𝑛𝑢𝑒𝑠 𝑝𝑒𝑟 𝐴𝑣𝑎𝑖𝑙𝑎𝑏𝑙𝑒 𝑅𝑜𝑜𝑚 
• Assets Turnover: this ratio is an efficiency ratio which measures the hotel’s ability to 
generate revenue comparatively to its assets’ value. By calculating net sales with 
average total assets, the investors and the creditors can have a clearer image of how 
efficiently the organization uses its assets. In other words, the quotient indicates the 
amount of money that the investment generates per euro invested (Jagels & 
Coltman, 2004). 
𝑁𝑒𝑡 𝑆𝑎𝑙𝑒𝑠
𝐴𝑣𝑒𝑟𝑎𝑔𝑒 𝑇𝑜𝑡𝑎𝑙 𝐴𝑠𝑠𝑒𝑡𝑠
= 𝐴𝑠𝑠𝑒𝑡𝑠 𝑇𝑢𝑟𝑛𝑜𝑣𝑒𝑟 
• Current Ratio or Working Capital Ratio: it is the most important financial 
performance indicator in the hospitality industry. This ratio is a measure to reveal the 
levels of liquidity within the company which means whether the hotel has the ability 
to meet its short-term obligations. The ideal quotient is a number close to 2, and the 
minimum level of liquidity accepted is close to 1. The results can be extracted by 
dividing the current assets to the current liabilities (Medlik & Ingram, 2000). 
𝐶𝑢𝑟𝑟𝑒𝑛𝑡 𝐴𝑠𝑠𝑒𝑡𝑠
𝐶𝑢𝑟𝑟𝑒𝑛𝑡 𝐿𝑖𝑎𝑏𝑖𝑙𝑖𝑡𝑖𝑒𝑠
= 𝐶𝑢𝑟𝑟𝑒𝑛𝑡 𝑅𝑎𝑡𝑖𝑜 
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2.4 Relationship Between Employee, Customer Satisfaction and Hotel Performance 
2.4.1 Employee Satisfaction and Customer Satisfaction 
The good internal service quality contributes to external customer service, due to the 
satisfied employee, who being an internal customer, provides better service to the final 
customer of the firm (Frost & Kumar, 2001). 
As explained by Peters and Pikkemaat (2005), the employees have a significant part in CS. A 
successful employee gains information about each guest’s preferences and ascertains the 
guest’s satisfaction by delivering customized service. Thus, managers should use guests’ 
feedback to assist in employees’ competency appraisal and exemplify an ideal employee, 
since learning of different guests’ needs and meeting them in a customized way, can 
generate consumer loyalty as an aftereffect (Tsiotsou & Goldsmith, 2012). 
Hallowell et al. (1996) studied the relationship between ISQ, customer and job satisfaction. 
The design of the research included main components of ISQ such as job design, work 
environment, employee selection and development, training, rewards and means for serving 
customers. The data revealed that the job satisfaction has significant positive relation with 
internal service quality, and this leads to CS, which is an important concern for hospitality 
businesses. Furthermore, training the employees and utilizing the tools to provide service to 
customers would be effective for managers in order to develop and manage good internal 
service quality. 
Other studies also (Matzler & Renzl, 2007; Chi & Gursoy, 2009) conclude that “there is a 
direct relationship between customer satisfaction and employee satisfaction” and “between 
customer satisfaction and financial performance”. However, the findings indicate an indirect 
relationship between job satisfaction and financial performance because of the intermediate 
role of CS. Additionally, Wiley (1991, as cited in Bernhardt, et al., 2000) described this 
relationship as a “virtually nonexistent”. For this reason, only assumptions can be provided; 
considering the relation of customer and employee satisfaction, the satisfied employees can 
develop customer loyalty to the hotel, which can result in higher sales, and therefore in 
higher financial returns for the hotel. The same study (Chi & Gursoy, 2009), refers to services 
companies, who devote significant resources in order to create and retain CS and ES. So, it is 
notable that employees who are happy in their work environment are more likely to 
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continue working within the company, which maintains in lower levels the employee 
turnover, hence, the costs of attracting and training new employees are decreased, and 
consequently the financial performance is better for the firm. In other words, the positive 
relationship of satisfied employees with the customers is displayed in the behavior of 
employees who have the teamwork spirit, they put themselves into the manager’s position, 
provide better services and create better conditions to achieve customer satisfaction (Koys, 
2003). 
2.4.2 Employee Satisfaction and Hotel Performance 
While it is a widely held belief that satisfied employees are likely to provide better service, 
which is likely to result in a satisfactory experience from their customers side, which will 
eventually lead to a better financial performance for the company (Chi & Gursoy, 2009), 
several studies reported that examining the “direct relationship between employee 
satisfaction and financial results” tend to generate infinitesimal outcomes suggesting an 
“insignificant direct relationship between employee satisfaction and financial performance”. 
Some studies even suggested a negative relationship between employee satisfaction and 
customer satisfaction. For example, Tornow and Wiley (1991), reported a consistent 
“negative relationship between employee satisfaction (with items such as pay and benefits) 
and financial results”. Similar findings were reported by Bernhardt et al. (2000), who 
contended that “the relationship between employee satisfaction and financial performance 
was ‘virtually nonexistent’”. 
Harter et al. (2002), on the other hand, employed a “meta-analysis method to investigate 
the main relationships between ES, engagement, and the business outcomes of CS, 
productivity, profit, and employee turnover”. The result of this study was that there is 
indeed a great dependence between the aforementioned components. Engaged employee 
in healthy workplaces tend to perform better in satisfying customers and this leads to 
positive financial productivity of the company. 
It is evident that employees with high work engagement are eager to protect and increase 
the reputation and the public conception of their organization with positive attitude. The 
recognition of good work performance is an appropriate means for boosting their 
confidence and attachment towards the hotel business (Saks, 2006). When employees feel 
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appreciated, secured and witness that their work is recognized they deliver a prompter 
service.  
2.4.3 Customer Satisfaction and Hotel Performance  
It is obvious that CS is of great importance for businesses’ success, as it can affect the results 
of a business performance either directly or indirectly. Anderson et al. (1994), Yeung et al. 
(2002), and Luo and Homburg (2007), agree that “CS has a positive impact on business 
profitability”. 
Many scholars mentioned that word-of-mouth is important either the consumer is satisfied 
or dissatisfied with the consumption of a product and/or service. They usually discuss their 
experience with others; and in case of satisfaction they continue to purchase the service, 
while in case of dissatisfaction, they switch brand, they complain and prevent others from 
purchasing that specific service (Peter & Olson, 2010). 
Several studies reveal that many hotel businesses make use of guest satisfaction evaluation 
methods, towards decision making for critical and complex managerial topics (Barsky, 1992; 
Barsky & Huxley, 1992; Jones & Ioannou, 1993; Gilbert & Horsnell, 1998; Su, 2004). 
2.5 Conclusion 
In service providing businesses, customers and employees are in direct contact and that fact 
establishes a connection between the two parties. On the one hand, this relationship 
influences the final service receiver’s satisfaction. On the other hand, employee satisfaction, 
which is significant for the overall customer satisfaction, results from the company’s internal 
service. Consequently, customer and employee satisfaction are equally important to achieve 
successful organizational goals. 
To this extent, it is evident that any service-oriented business depends on its intangible 
assets, meaning their people. Henceforth, in the hospitality and tourism industry, ES and 
retention and guest satisfaction has become a vital matter (Matzler & Renzl, 2007). Concerns 
for customer and employee satisfaction have been raised and the importance of both in 
firms’ future efficacy has been emphasized by some researchers (Gursoy & Swanger, 2007). 
Additionally, the retention of both has been studied extensively (Chi & Gursoy, 2009). To 
conclude, in organizations where employees are engaged and have high levels of JS, there is 
 23 
 
a tendency for customers to have a better experience. As Richard Branson quoted: “Clients 
do not come first. Employees come first. If you take care of your employees, they will take 
care of the clients.”  
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3. Research Methodology 
3.1 Introduction 
In all studies, methodology is a significant part of the overall research. In this chapter 
methods of data collection and analysis as well as the sample description will be presented. 
The limitations of the research will end this chapter. 
3.2 Methods of Data Collection 
The Job Satisfaction Survey Questionnaire was based on the Minnesota Satisfaction 
Questionnaire (MSQ), and Porter's Need and Satisfaction Questionnaire (PNSQ) (see 
appendix). MSQ examines satisfaction on “innovation, human relationships, independence, 
technical control and working conditions”. The PNSQ takes into account the factors related 
to ES, such as primary needs (social security, financial independence) and secondary needs 
(recognition, development). Furthermore, questions that examine satisfaction with 
leadership, organizational policies, business’s image and profitability were added. 
In the Work Adjustment Project, researchers (Weiss, et al., 1967) developed and improved 
the Minnesota Satisfaction Questionnaire in two forms, short and long, which measures 
specific aspects of satisfaction in job and work environment. The questionnaire makes 
attainable to obtain individualized image of employee’s satisfaction in a specific component. 
The same authors, who developed the MSQ, outlined the 20 factors of MSQ to measure 
satisfaction and extract a general satisfaction level of each employee (Fields, 2002, p. 7); 
these are “ability, utilization, achievement, activity, advancement, authority, company 
policies and practices, compensation, co-workers, creativity, independence, moral values, 
recognition, responsibility, security, social service, social status, supervision-human 
relations, supervision-technical variety, and working conditions”. Later, Schriesheim et al. 
(1993, p. 398), discussed the “three subscales of intrinsic, extrinsic and general job 
satisfaction” as follows by the MSQ’s items surveyed. 
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Table 1 _ Minnesota Satisfaction Questionnaire 
 
Another form of questionnaire to assess the degree to which employees’ needs are met, was 
developed by Porter (1961), so called Porter Needs Satisfaction Questionnaire (PNSQ). It is 
based on Maslow’s Hierarchy of Needs, a motivational theory in psychology where Maslow 
(1970), encompassed and classified all human needs. He assorted into five categories of 
“physiological needs, safety needs, belongingness or love needs, self-esteem needs and 
need for self-actualization”. Maslow’s Need Hierarchy theory subsumes two subtheories; a 
theory of human motives and a human motivation theory, but both relate the needs to a 
general behavior (Wahba & Bridwell, 1976). 
For this research, a fifteen-question survey questionnaire was made online through google 
forms. The specific format was chosen so as to keep full anonymity of the respondents. 
Additionally, it was written both in English and Greek so as for the participants to feel more 
comfortable when answering, choosing the language they prefer. The constructed 
questionnaire (see appendix) included the underneath variables: 
Number and Item Short Form Long Form
1. Being able to keep busy all the time. Intrinsic Activity
2. The chance to work alone on the job. Intrinsic Independence
3. The chance to do different things. Intrinsic Variety
4. The chance to be "somebody" in the community. Intrinsic Social Status
5. The way my boss handles his/her workers. Extrinsic Supervision-Human Relations
6. The competence of my superior in making decisions. Extrinsic Supervision-Technical Ability
7. Being able to do things that don't go against my conscience. Intrinsic Moral Values
8. The way my job provides for steady employment. Intrinsic Security
9. The chance to do things for other people. Intrinsic Social Service
10. The chance to tell people what to do. Intrinsic Authority
11. The chance to do something that makes use of my abilities. Intrinsic Ability Utilisation
12. The way company policies are put into practice. Extrinsic Company Policy
13. The pay and the amount of work I do. Extrinsic Compensation
14. The chances for advancement on this job. Extrinsic Advancement
15. The freedom to use my own judgement. Intrinsic Responsibility
16. The chance to try my own methods of doing the job. Intrinsic Creativity
17. The working conditions. General Working Conditions
18. The way my co-workers get along with each other. General Co-workers
19. The praise I get for doing a good job. Extrinsic Recognition
20. The feeling of accomplishment I get from the job. Intrinsic Achievement
Subscale Assignment
Minnesota Satisfaction Questionnaire                                                                                   
Items and Their Subscale Assignments
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Table 2 _ Variables of the Job Satisfaction Questionnaire 
 
In addition to that, data of CS emerged from questionnaires distributed by the company to 
its customers, in the form of Guest Comment Cards (GCC). In order to determine the hotel 
guest satisfaction Gilbert and Horsnell (1998), and Su (2004), suggest the GCCs as broadly 
used method. GCCs usually are distributed in hotel rooms, at the Front Office (FO) desks, in 
the Food and Beverage (F&B) departments and some other visible places on a regular basis. 
According to Gilbert and Horsnell (1998), faults can be occurred in GCCs design. Areas such 
as the data collection and analysis, also the name and the quality of the sample have the 
tendency to be designed inaccurately. In order to avoid this kind of failures in hotel guest 
satisfaction measurements, Barsky and Huxley (1992), recommended a new sample 
collection procedure called “quality sample”. The main purpose of “quality sample” method 
is to offer incentives to guests so as to take the time to complete the questionnaires. In this 
kind of questionnaires, guests are requested to evaluate whether “the received service was 
above or below their expectations” and if they considered a particular kind of service to be 
higher than another. Additionally, Schall (2003), examined issues such as the questions’ 
order and clarity, validity, scaling, survey timing and sample size. 
3.3 Methods of Data Analysis 
This research adopted a quantitative approach. Demographic profile of the respondents 
assists on an appropriate research progress. The findings are displayed by using tables and 
graphs, to provide a simplified image of the collected data. 
6 Demographics
9 Work Environment and Standards
9 Training and Personal Development
9 Supervision and Coaching
3 Benefits and Salary
1 Accommodation provided by the company
8 Employment Experience and Employee Engagement 
1 If working conditions of the 2018 have been improved
1 11 factors that would affect job satisfaction (selection of 3 most important)
1
What can this organization do to increase your satisfaction and productivity as an 
employee? (open type)
   VARIABLES
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A large and well-established 5* hotel located in Corfu island has been selected for the 
research. Its operating period is up to 7 months, the legal form of the company is Public 
Limited (Société Anonyme- SA) and has the necessities for an independent hotel business 
which offers all the accommodation packages. 
The data for the ES were collected through the distribution of a questionnaire designed by 
the author, using mostly the 5-point Likert scale. The respondents were asked to state to 
what extent they strongly agreed, agreed, neutral, disagreed and strongly disagreed 
according to the statements made. As concerns the data for customer satisfaction, they have 
been obtained by the hotel management. The questionnaires were distributed to the guests, 
as a part of the service and facilities evaluation of the hotel. The financial ratios calculations 
have been derived from the publicized consolidated financial statements of the company. 
Frequency tables and descriptive statistics were used to analyze the results of each question 
of the questionnaire. In addition, One-way Anova test has been applied in order to examine 
if there is a difference in the total employee satisfaction score, comparing different 
demographic variables. Moreover, T-test independent sample has been used to determine if 
there is a significant difference between general CS ratings, with customer satisfaction per 
each department. The correlation between CS ratings and ES ratings was examined by the 
use of Spearman correlation coefficient. 
Factor analysis has been conducted by using principal component method with varimax, in 
order to identify the main factors. Contingency tables and Chi-square test have been used to 
check the dependence of demographic variables and ES items of the questionnaire. The 
financial data have been used to draw conclusions about the level of performance of the 
company and to compare them with the levels of employee and customer satisfaction. 
Prior to the analysis, the Cronbach's alpha coefficient test has been conducted for employee 
satisfaction questionnaire (see appendix). This is a widely used reliability test for the internal 
consistency of a questionnaire designed with Likert-type scale items (Cronbach, 1951). It is 
expressed by a number between 0 and 1. It has been suggested that Cronbach's alpha 
should be above 0.70 in order to be acceptable, but recently, researchers insist on a 
minimum of 0.80 (Cho & Kim, 2015). 
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3.4 Sample’s Description 
Sampling, in quantitative research is always an ambiguous topic. In order to have an 
objective and reliable outcome, the sample has to be as representative and unbiased as 
possible. Therefore, the questionnaire was distributed to 150 employees out of a total of 
270 persons, taking also under consideration the number of employees that composes each 
department. The respondents were 100, which makes a response rate of 67%. The final 
sample of the research included 41 males (41%) and 59 females (59%). The 13 of them were 
trainees, 68 operation employees and 19 management employees. As concerns the age 
range, the vast majority of 77% was up to 35 years, a percentage of 19 was between 36 to 50 
years old and only the 4% was above 51. The 21% of the employees belonged in the FO and 
the 10% in the Back-Office. The 48% worked in F&B, while the 14 percent in the 
Housekeeping and 7% were occupied in Maintenance and other departments like 
Warehouse and Gardening (MGW) (see appendix). Lastly, apart from the author’s 
questionnaire sample, the hotel’s guests have provided a range of results that helped this 
study to come to several conclusions. 
3.5 Limitations 
Like any other research, this research does not exempt from limitations. Foremost, using a 
specific hotel company is a limitation in drawing an overall conclusion for hotels. 
Another obstacle of the Employee Satisfaction survey is the lack of longitudinal data. Even 
though, it is considered to be a multi-dimensional concept. The survey covers only the 
season of 2018, in opposition to the CS and the financial data. So, a more detailed and long- 
term analysis among the concepts is yet to be seen. 
An additional limitation of this study is that it uses financial indicators in order to present the 
financial performance of the company, but it does not examine any extrinsic factors that 
may affect the financial status of the hotel, like changes in the Greek legislation, tax burdens, 
repression and so forth. 
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4. Findings 
4.1 Introduction 
The extraction of findings when it comes to quantitative research is usually based on a 
questionnaire that aims at collecting results that are open to discussion. This chapter 
explores and depicts the outcomes of the statistical analysis. In the following sub-chapters, 
the findings from the Employee Satisfaction survey, the demographic variables of the 
employees, the descriptive statistics, the factor analysis, statistical tests, the financial 
performance of the hotel presented by financial ratios and finally, the research results are 
gathered in detail. 
4.2 Employee Satisfaction Questionnaire’s Findings 
The results of the reliability test were really encouraging for the analysis of the questionnaire 
as a whole and sub-topics as well. The analysis of the questionnaire in general, displayed 
0.946 as index of the Cronbach’s alpha. As for the sections «Work Environment and 
Standards», «Training and Personal Development», «Supervision and Coaching», 
«Employment Experience and Employee Engagement» were 0.83, 0.86, 0.93 and 0.88 
respectively. As concerns the «Benefits and Salary» section, the index was 0.61. Even though 
it is less than the minimum acceptable, the literature allege that in cases with a small 
number of items included, the index can be influenced accordingly (Cronbach, 1951). 
4.2.1 Demographic Variables 
The first section of the questionnaire was about the demographic variables of the 
respondents, as described above (Sample’s Description). As far as Work Experience is 
concerned, 35% of the organization employees have up to 2 years of work experience in the 
hospitality industry, a percentage of 32 have 3 to 5 years, while a 19 percent of them 6 to 10 
years. Finally, 14% of the participants have more than 11 years of experience. In addition to 
that, a remarkable percent of 43, have been working within the organization for more than 3 
years, showing that the employee turnover is in adequate levels. The following table depicts 
the demographics and the frequencies in more details. 
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Table 3 _ Demographic Variables’ Distribution 
 
4.2.2 Descriptive and Frequencies  
Work Environment and Standards 
The first part of questions, after the demographics, was about the Work Environment and 
Standards provided by the organization. The items that show the most positive feedbacks 
are (see appendix): 
Table 4 _ Higher Satisfaction in WE&S 
 
Frequency Persentage
Male 41 41%
Female 59 59%
Trainee 13 13%
Operation Employee 68 68%
Management Employee 19 19%
18 to 25 45 45%
26 to 35 32 32%
36 to 50 19 19%
above 51 4 4%
Front Office 21 21%
Back Office 10 10%
Food and Beverage 48 48%
Housekeeping 14 14%
Maintenance/ Warehouse/ Gardening 7 7%
up to 2 years 35 35%
3 to 5 years 32 32%
6 to 10 years 19 19%
11 years and more 14 14%
up to 2 years 57 57%
3 to 5 years 29 29%
6 to 9 years 3 3%
10 years and more 11 11%
Gender
Work Experience within the Organization
Work Experience
Department of Occupation
Age Group
Position within the Organization
Mean Std. Dev.
Strongly 
Agree
Agree
Total of 
Participants
I have a good relationship with my colleagues 4.37 0.691 48% 42% 90%
I like the type of work that I do 4.2 0.889 44% 39% 83%
I am satisfied to work in my hotel in general 4.07 0.782 29% 53% 82%
I am satisfied with the working conditions 4.04 0.898 29% 53% 82%
 31 
 
In the same section, the rest of the answers appeared to have smaller mean values and less 
satisfied employees: 
Table 5 _ Lower Satisfaction in WE&S 
 
 
Figure 9 _ Overall Satisfaction for WE 
Training and Personal Development  
The second section referred to the Training and Personal Development provided to the 
employees. The items that seems to have the highest satisfaction are (see appendix): 
Table 6 _ Higher Satisfaction in T&PD 
 
Mean Std. Dev.
Strongly 
Agree
Agree
Total of 
Participants
I have the tools and resources to do my job well 3.90 0.948 30% 38% 68%
On my job, I have clearly defined quality standards 3.85 0.903 24% 46% 70%
I am satisfied with the shift system (working hours) in my hotel 3.84 0.929 29% 53% 82%
The team spirit in my department is good 3.80 0.921 30% 53% 83%
Communications between departments are good 3.48 1.03 29% 53% 82%
Mean Std. Dev.
Strongly 
Agree
Agree
Total of 
Participants
I look for ways to do my job more effectively 4.41 0.637 49% 43% 92%
I feel I have progress in my job duties 4.27 0.815 44% 44% 88%
I am encouraged to explore growth or advancement 
opportunities within the company
3.92 1.002 32% 39% 71%
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On the other hand, in the same group, items with less positive answers and smaller mean 
values are: 
Table 7 _ Lower Satisfaction in T&PD 
 
 
Figure 10 _ Overall Satisfaction for T&PD 
Supervision and Coaching  
In the section of Supervision and Coaching, the satisfaction of employees in related matters 
is shown below (see appendix): 
Mean Std. Dev.
Strongly 
Agree
Agree
Total of 
Participants
My job position makes good use of my skills and abilities 3.87 0.981 27% 45% 72%
My current job is beneficial to my future career development 3.86 1.128 34% 36% 70%
I plan to continue my career with this company for at least two 
more years
3.79 1.131 30% 37% 67%
This company provided as much theoretical training as I needed 3.74 0.97 21% 44% 65%
I am satisfied with the training provided by the company for my 
job position
3.71 0.957 20% 43% 63%
The training opportunities provided within the company are 
adequate
3.37 1.031 12% 35% 47%
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Table 8 _ Satisfaction in S&C 
 
 
Figure 11 _ Overall Satisfaction for S&C 
Mean Std. Dev.
Strongly 
Agree
Agree
Total of 
Participants
In my opinion, the management in my hotel is efficient 3.83 0.943 23% 48% 71%
My supervisor is open to hearing my opinion or feedback 4.01 1.168 47% 24% 71%
The supervisors inform employees about matters affecting us 4.05 0.857 32% 47% 79%
I am satisfied with my supervisor's technical skills 3.94 1.081 37% 33% 70%
I am satisfied with recognition on good performance 3.72 1.12 28% 36% 64%
My supervisor helps me develop to my fullest potential 3.59 1.164 25% 32% 57%
My supervisor treats me with respect and fairness 3.94 1.162 38% 38% 76%
The managers of this company care about their employees’ 
wellbeing
3.82 1.077 30% 38% 68%
I believe that the managers of a hotel are one of the most 
important factors of choosing a hotel to work in
4.14 0.888 40% 40% 80%
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Benefits and Salary 
The items of the questionnaire that examined the satisfaction levels for Benefits and Salary 
along with the housing provided by the organization to the employees is listed underneath 
(see appendix): 
Table 9 _ Satisfaction in B&S 
 
 
Figure 12 _ Overall Satisfaction for B&S 
Employment Experience and Employee Engagement 
The section that examined the ES for “Employment Experience and Employee Engagement” 
provided the results as follows (see appendix): 
Mean Std. Dev.
Strongly 
Agree
Agree
Total of 
Participants
My pay is fair for the work I perform 3.17 1.173 13% 31% 44%
I am satisfied with my working meals provided by the company 3.54 1.176 24% 32% 56%
I am satisfied with the transfer from/to the workplace 3.78 0.917 25% 36% 61%
I am satisfied with the accommodation provided by the 
company
3.75 1.028 30% 27% 57%
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Table 10 _ Satisfaction in EE&EE 
 
 
Figure 13 _ Overall Satisfaction for EE&EE 
Three Most Important Factors for Job Satisfaction 
The Job Satisfaction Questionnaire included a direct question, where the participants were 
called to choose 3 most important factors that affect their individual job satisfaction. The 
outcomes of the question indicated as dominant factor the Salary and Compensation, 
following by the Working Climate and Career Opportunities. The details are given in the 
figure below: 
Mean Std. Dev.
Strongly 
Agree
Agree
Total of 
Participants
I always try to satisfy customers’ needs 4.54 0.717 63% 31% 94%
I feel I can express my honest opinion for any matter affects me 3.92 1.012 31% 44% 94%
I believe that my supervisor will support me if any issue arises 3.95 0.989 32% 42% 74%
I am willing to give extra effort to help this company succeed 4.34 0.819 51% 36% 87%
I would recommend working here to friends and acquaintances 3.98 1.044 39% 31% 70%
I am concerned about the image of the company 3.95 1.029 39% 31% 70%
The financial performance and expansion of the hotel can affect 
my engagement to the company positively
4.11 0.952 41% 37% 78%
Overall, I feel a sense of commitment to this company 4.02 0.953 36% 39% 70%
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Figure 14 _ Most Important Factors 
4.2.3 Factor Analysis  
In order to verify the feasibility of the factor analysis, we used the Bartlett’s Test of 
Sphericity and the Kaiser-Meyer-Olkin’s (KMO) Measure of Sampling Adequacy, which are 
widely used. The appropriate result for the factor analysis in “Bartlett’s Test of Sphericity 
should be significant (p>0.05), and for the KMO index (ranges from 0 to 1), as minimum 
value considered to be the 0.6”, so as to be a suitable factor analysis (Popovic, Radojka, & 
Paunovic, 2015). 
Table 11 _ KMO & Bartlett's Test 
 
The communalities table shows that (see appendix) the values in the extraction column are 
all greater than 0.4, which allows us to accept the results without deducting any of the 
factors and run the factor analysis procedure for a second time. The table of Total Variance 
Explained (see appendix), shows the number of factors resulting from the 40 variables. The 
11 factors, which are based on the Eigenvalues table, have values greater than 1. Then, it is 
observed that 74.567 of the total variances are explained by these factors. 
Approx. Chi- Square 2443.31
df 780
Sig. 0.00
Bartlett's 
Test of 
Sphericity
Kaiser-Meyer-Olkin             
Measure of Sampling Adequacy
0.828
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Table 12 _ Factor Analysis 
 
FACTORS
I am satisfied to work in my hotel in general. 0.610
I plan to continue my career with this company for at least two more years.  0.516
In my opinion, the management in my hotel is efficient. 0.619
My supervisor is open to hearing my opinion or feedback. 0.863
The supervisors inform employees about matters affecting us. 0.756
I am satisfied with my supervisor's technical skills. 0.835
I am satisfied with recognition on good performance. 0.811
My supervisor helps me develop to my fullest potential. 0.844
My supervisor treats me with respect and fairness. 0.861
The managers of this company care about their employees’ wellbeing. 0.760
I believe that the managers of a hotel are one of the most important 
factors of choosing a hotel to work in.
0.513
I feel I can express my honest opinion for any matter affects me. 0.759
I believe that my supervisor will support me if any issue arises. 0.746
I am willing to give extra effort to help this company succeed. 0.623
I would recommend working here to friends and acquaintances. 0.563
I am concerned about the image of the company. 0.775
The financial performance and expansion of the hotel can affect my 
engagement to the company positively.
0.731
Overall, I feel a sense of commitment to this company. 0.690
In comparison with the latest 2 years (2016-2017), the working conditions 
of the 2018 have been improved
0.478
My current job is beneficial to my future career development. 0.569
I am encouraged to explore growth or advancement opportunities within 
the company.
0.647
The training opportunities provided within the company are adequate. 0.592
My pay is fair for the work I perform. 0.583
On my job, I have clearly defined quality standards. 0.457
This company provided as much theoretical training as I needed.  0.745
I am satisfied with the training provided by the company for my job 
position.
0.796
I’m satisfied with the working conditions. 0.542
I have a good relationship with my colleagues. 0.735
I have the tools and resources to do my job well. 0.614
The team spirit in my department is good. 0.711
Communications between departments are good. 0.727
My job position makes good use of my skills and abilities. 0.469
7 I look for ways to do my job more effectively. 0.590
I am satisfied with my working meals provided by the company. 0.483
I am satisfied with the accommodation provided by the company. 0.771
9 I am satisfied with the shift system (working hours) in my hotel. 0.751
10 I like the type of work that I do. 0.750
11 I feel I have progress in my job duties. 0.520
8
VARIABLES
4
5
6
1
2
3
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Regarding the dispersion distribution per individual factor, it is obvious that the majority is 
included in the first factor (over 30%); the second factor included 6.9%, while the 
proportional share of remaining factors in total variation are increasingly lower. 
The first factor explains the 33.5% of the total variability (see appendix). Considering that, it 
consists 13 items, and can be defined as a factor which explains the Supervision & 
Management influence on employee satisfaction. 
The second factor explains the 6.9% of the total variability and it is consisted of 6 items. Also, 
it can be defined as a factor for explaining the Employee Engagement in the specific 
organization. 
The third factor explains the 5.9% of the total variability and consists of 4 items. “Future 
career development”, “training and growth opportunities” and “pay benefits” can be group 
and defined as a factor for Incentives Interpretation. 
The fourth factor is dominated by 3 items related to the training system in the organization. 
In addition, the fifth factor includes 3 items that are related to working conditions, 
relationship between colleagues and necessary resources, so, it can be defined as a factor 
for explaining basic Working Standards. 
The sixth factor consists of 3 items that are related to communication, team spirit and the 
utilization of personal skills. It can be defined as a factor for explaining in general the 
connection chain among individuals at all levels. 
As concerns the rest of the factors, each one explains less than 3.6% of the total variability. 
However, it is worth mentioning that the seventh factor includes only 1 item referring to the 
employee’s extra efforts to add value and do his/her job effectively. Additionally, the 
eightieth factor is related to the benefits for employees, such as accommodation (housing) 
and meals provided by the organization.  
4.2.4 Tests – Statistics 
T-test Independent Sample Test 
To elaborate on the application of T-test Independent Sample, a random sample of 100 
Customer responses of a total of 428 for the year 2018, has been taken; using satisfaction 
ratings through GCCs (1=very dissatisfied to 5=very satisfied). Afterwards, the general 
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satisfaction score has been extracted by calculating the given ratings to each department. 
Hence, an Independent- Sample T-test was conducted to compare CS ratings for hotel in 
general with CS ratings for each department. The results indicated that: 
Table 13 _ Descriptive for CS Ratings 
 
• there was a significant difference between the satisfaction scores for hotel in general 
(M=4.58, SD=0.589) and the satisfaction scores for Housekeeping (M=4.33, SD=0.682); 
t(198)=2.773, p<0.05 
• there was not a significant difference between the scores for Hotel in general (M=4.58, 
SD=0.589) and: 
i. the F&B department (M=4.48, SD=0.541); t(198)=1.250, p=0.213, 
ii. the MGW department (M=4.5, SD=0.541); t(198)=1.00, p=0.319, 
iii. the FO department (M=4.53, SD=0.521); t(198)=0.636, p=0.526 
 
Figure 15 _T-Test 
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After collecting the necessary data from GCCs, the Customer Satisfaction Index has been 
calculated by extracting the scores on Quality of Services for each department. The chart 
underneath shows the trend over the last three years per department, as well as the general 
satisfaction. It can be seen that the highest score in 2018 is given to the FO and MGW (96%) 
departments. The guests show slightly less satisfied in 2018 (94%) from the Housekeeping in 
comparison to 2017 (96%). The score is the same for F&B, as it has not shown any 
fluctuations over the years. Regarding the general CS, it depicts an increase of 1% in 2018 
closing to 93%. 
 
Figure 16 _ CS on Quality of Services 
Spearman’s Correlation 
The “Spearman rank-order correlation coefficient is a nonparametric measure of the 
strength and direction of association that exists between two variables measured on at least 
an ordinal scale” (Lehman, et al., 2013). In this study, it is used to check whether there is an 
association between general ES in the hotel and in general CS ratings in the hotel. The result 
shows a significant positive correlation between ratings of employee satisfaction and 
customer satisfaction (Spearman Rho=0.309, p<0.01). 
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Chi-Square Test of Independence 
Chi-square test with contingency tables was applied to examine whether the variable “I am 
satisfied to work in my hotel in general” has a dependence between the demographic 
variables. The results of the chi-square test showed that the variables  are independent. 
Table 14 _ Contingency Tables & Chi- Square Test 
 
One-Way Anova Test 
A one-way Anova Test was conducted to determine whether there was a statistically 
significant difference in the overall employee satisfaction between certain levels of 
demographic variables.  
As shown in the results: 
• [F(2, 98)=0.120, p=0.73], there was not significant difference between the overall ES index 
and gender variable 
Strongly 
Disagree
Disagree Neutral Agree
Stronly 
Agree 
Total 
Male 0 1 9 21 10 41
Female 1 1 6 32 19 59
1 2 15 53 29 100
Strongly 
Disagree
Disagree Neutral Agree
Stronly 
Agree 
Total 
Management 0 1 2 13 4 20
Operation level 1 0 12 33 22 68
Intern / Trainee 0 1 1 7 3 12
1 2 15 53 29 100
Strongly 
Disagree
Disagree Neutral Agree
Stronly 
Agree 
Total 
18-25 0 2 10 26 7 45
26-35 0 0 4 14 14 32
36-50 1 0 1 12 5 19
51 years and over 0 0 0 1 3 4
1 2 15 53 29 100
Strongly 
Disagree
Disagree Neutral Agree
Stronly 
Agree 
Total 
Front Office 0 1 2 10 8 21
Back Office 0 0 1 5 4 10
Food and Beverages 0 0 9 27 12 48
Housekeeping 1 1 3 7 2 14
Μaintenance 0 0 0 4 3 7
1 2 15 53 29 100
Contingency Tables and Chi-Square Test
I am satisfied to work in my hotel in general
Which gender identity do you 
identify with?
Chi-square=3.551, 
df=4, sig.=0.470
Total
I am satisfied to work in my hotel in general
Which of the following 
describes you best?
Chi-square=7.896, 
df=8, sig.=0.444
Total
I am satisfied to work in my hotel in general
In which age group do you 
belong?
Chi-square=20.050, 
df=12, sig.=0.066
Total
I am satisfied to work in my hotel in general
In which hotel's department 
do you currently belong?
Chi-square=15.631, 
df=16, sig.=0.479
Total
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• [F(2, 97)=0.303, p=0.739], there was not significant difference between the overall ES 
index and the categories of job position, although the trainee’s category showed a higher 
satisfaction score in comparison to the operation employees and the management level 
• [F(3, 96)=0.061, p=0.98], there was not significant difference between the overall ES index 
and the groups of work experience in hotel industry 
• [F(3, 96)=1.295, p=0.281], there was not significant difference between the overall ES 
index and the groups of work experience within the company 
 
Figure 17 _ One-Way Anova Test 
• [F(3,96)=3.753, p<0.05], there was a significant difference between the overall ES index 
and the groups of the employees’ age. 
The preceding result was an expression of a higher satisfaction score in age group of “51 and 
over” than the age group of 18-25 (Bonferroni pairwise comparison p<0.05). The following 
mean plot displays how the mean overall employee satisfaction index varies across the 
different age group variables. 
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Figure 18 _ Mean of Age Groups 
• [F(4,99) =3.03, p <0.05], there was a significant difference between the overall ES index 
and the job departments. The housekeeping expressed the lowest satisfaction score in 
opposition to MGW (Bonferroni pairwise comparison p<0.05). The variance of the mean 
in overall ES across the different groups of job departments is given underneath through 
the mean plot.  
 
Figure 19 _ Mean of Job Departments 
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4.2.5 Financial performance  
In this section, the main financial elements of the company used to define its economic 
status, are presented. According to the financial annual report 2018 and the balance sheets 
of the latest years (2016-2018), the aforementioned company, seems to strategically choose 
to invest in the facilities’ renovations and advancement, and the quality of services and 
products provided to the guests. To this extent, it has increased the human capital around 
58% in 2018, from 175 people, into 270.  
 
Figure 20 _ Employees' Number 
The expenditures on workforce increased by 24%, a cost of 5,114,852.55€ for 2017, reached 
an amount of 6,721,853.58€. The company is profitable, and its revenues are increased over 
the last year. In like manner, the RevPar is increased, assuming that the selling price is higher 
due to renovations. 
 
Figure 21 _ REVPAR 
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However, the Operating Revenue per Employee is decreased in 2018, and its current ratio is 
lower than 1, which can be adverse for the business’ liquidity. 
 
Observing the company’s high profitability and positive projection, the Net Assets Turnover 
is low, showing that the business is moving conservatively. 
 
Additionally, the ROA the last operating year decreased, depicting the significant growth in 
assets.  
 
Figure 26 _ ROA 
 Figure 23 _ Current Ratio Figure 22 _ Operating Rev per Employee 
Figure 25 _ Net Assets Turnover Figure 24 _ Operating Revenues 
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4.3 Research Results’ Summary 
This research focused mainly on the concept of employee satisfaction. The predominant 
factor resulting from factor analysis includes items that are related to management technical 
skills and efficiency, and the belief that the managers of a hotel are one of the most 
important factors when choosing a hotel to work for (80% of the respondents agreed). 
Likewise, items included in the predominant factor are the supervisors’ behavior, which 
encourages employees to express their opinion on professional matters, and to develop 
their potentials to the fullest. Meanwhile, employees appreciate the supervisors who care 
about their team members’ wellbeing, behave with respect and fairness towards them, 
recognize good performance, keep them informed, and support them. Moreover, using 
factor analysis, the main factors that contribute to job satisfaction, are related to a) 
management and supervision’s influence on ES, b) employee engagement in the specific 
organization and c) pay and incentives and they have been identified. 
As concerns the differences and similarities of viewpoints between demographic variables, 
gender does not express difference in total employee satisfaction score, even so, employees 
who belong in “51 and over” age group were more satisfied than other age categories. It is 
also observed that the managers and Supervisors are less satisfied than operational and 
trainee employees, which expressed higher levels of satisfaction respectively. Howbeit, 
when comparing the various job departments of the hotel, it is witnessed that housekeeping 
indicated the lowest satisfaction score while the MGW’s department scored the highest. 
Apropos to the ES determinants, it is found that employees are less satisfied with pay and 
rewards, and training opportunities provided by the company. Indeed, only a percentage of 
44 of respondents think that their pay is fair, 47% believe that the training opportunities are 
adequate, 55% think that communication between departments is good, 56% are satisfied 
with the meals provided and a 57 percent are satisfied with the accommodation provided by 
the company. Notwithstanding, it is of interest that 43% of the employees work within the 
company for more than three years, knowing that the HI has usually an employee turnover 
of over 70%, worldwide (Wells, 2018). Another worth mentioning thing are the statements, 
where the employees mostly agreed on (sum of responses, agree and strongly agree): 
a) I always try to satisfy customer’s needs (94% respondents) 
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b) I look for ways to do my job more effectively (92% of responders) 
c) I have good relationship with my colleagues (90% of responders) 
Regarding the general Customer Satisfaction Index, it has slightly increased in 2018, in 
comparison to previous years. More specifically, the higher departmental scores of GCC 
(customer satisfaction) were given to FO and MGW. On the other hand, the Housekeeping 
appeared to have a decrease, and the F&B remained in the exact same levels. Regarding the 
general satisfaction, the employee satisfaction score indicated positive correlation with 
customer satisfaction ratings; so, determining the relationship of employee satisfaction, and 
what influence it has on CS and financial performance, comes to the forefront and certainly 
requires more attention. While, there is a statistically significant difference between CS in 
general and housekeeping, there were not statistical differences between CS in general and 
the other departments.  
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5. Conclusion 
5.1 Discussion 
In conclusion, the employee satisfaction plays a vital role for a host of reasons, such as in 
employee turnover and the consequences of high turnover rates can be frustrating for a 
firm. This ratio represents the loss that incurs in human capital, which also, encapsulates the 
loss in investments, such as job training, including all the resources that a company uses to 
set the training sessions, and mostly the quality of services. A profound examination of this 
topic might be a subject to another study, but the general idea of the effect on the financial 
performance is something that is not possible to neglect. Moreover, considering the high 
levels of employee turnover according to Wells (2018) in hospitality worldwide; in this 
research, an adequate proportion of the sample are intended to continue working within the 
company for at least 2 more years (67%). This would be beneficial for the organization, since 
the 94% of the employees that took part in the survey, try always to satisfy customers’ 
needs. 
The Management and Supervision was the predominant factor in factor analysis; in 
opposition to Qu et al. (2001), where they demonstrated the leadership as the least 
important factor for job satisfaction; in this research, the employees clearly pointed at 
managers as determinant factor for their job satisfaction, which also are connected by Taylor 
& Bowers and Karatepe, et al.  (1972; 2003), showing positive relationship between 
leadership and job satisfaction. This supports the importance of the presence of appropriate 
leaders in work environment, thing that has been studied extensively the latest decades by 
social scientists and Human Resources specialists. The leaders are in charge of creating and 
maintaining a team spirit, positive working climate, safety and courtesy for employees, and 
besides that, “employees are the internal customers of the firm” as explained by Frost & 
Kumar (2000). The results though, are more specific as concerns to the employee 
satisfaction, since there were significant differences in certain age group, and job 
department.  
The study of Singh et al. (2016) suggested a positive and significant relationship between the 
employee satisfaction and the quality of services. Same as for this study, which, with a 
broader approach indicates concomitant circumstances and consequences starting from 
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employee satisfaction. The level of satisfaction acts as determinant for their performance, 
which forges the service quality and drives to high customer satisfaction as reported by Frost 
& Kumar (2000). The results could be also supportive, since there is a positive correlation 
between the overall customer satisfaction and the job departments. An interesting fact was 
that the employees in housekeeping expressed themselves as less satisfied than in the rest 
departments, and the customer satisfaction ratings for housekeeping were also of the 
lowest in comparison to the other departments.  
The overall performance of the hotel can certainly interpret as positive. There is coexistence 
of high satisfaction levels for customer and employee satisfaction, along with the financial 
performance of the hotel, which is undoubtedly profitable.  
5.2 Recommendations 
Generally, the literature suggests that in high-contact services, if the employees are satisfied 
with their work environment, they will uphold the service quality and will ensure customer 
satisfaction. So, the hotel management should make efforts on employee satisfaction 
improvement, which is also emerged from the analysis results. 
According to the results, the company should consider reformulating the incentive system 
that is associated with payments, since the lowest scores of employee satisfaction are 
concentrated on the payments and benefits variable. Furthermore, attention should be paid 
on housekeeping department, as it has the lowest employee satisfaction rates and the 
lowest customer satisfaction scores among the rest of the hotel departments. 
It is also suggested to focus on the payment scheme of the management level employees, 
which displays low levels of satisfaction. Due to the reason that the management and 
supervision considered to be one of the most important factors that affect employee 
satisfaction in the workplace, it is necessary to create equivalent morale towards the 
organization. 
Another aspect of employees reveals the need of intervention in developing the training 
opportunities. While designing the proper strategies for the above, they should contemplate 
the financial position of the company. Since the previous years, big amounts have been 
invested in renovating and expanding facilities, and the company has not sufficiently 
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recovered the necessary level of revenue and liquidity considering the peculiarity of the 
long-term investment. A solution to address this issue would be using its own resources to 
improve the training standards for employees, such as weekly training sessions with the 
managers as coaches. 
5.3 Suggestions for further research 
Notwithstanding, it would be interesting if future efforts dealt with the issues that remain 
pending on this study. That would be an interdisciplinary effort in order to clarify the 
mechanism of the influence of employee satisfaction on customer satisfaction, and 
afterwards on financial performance. It would be intriguing to delve into the relationship 
between employee satisfaction, customer satisfaction and financial performance; by using 
longitudinal data of a hotel company. Finally, another research may be conducted to 
scrutinize which human resources management policies could enhance employee 
satisfaction, and how these policies could affect the financial status of the company. In this 
case, it would be reasonable to select multiple hotel business units in different categories to 
examine the above concepts. 
5.4 Closing Statement 
By undertaking this study, the author has been eager to discover of a clearly scientific 
perspective the ideal circumstances for a successful hotel performance and to enhance 
during this journey her skills and knowledge, in order to utilize them in the best possible way 
in her profession.  
Providing to the reader a wide approach of a micro-climate of a hotel and highlighting 
prevailing developed theories of all the components has been a challenge. But it is believed 
that the greatest hospitality experiences are created by people for other people, and the 
biggest assets for a hotel company are its employees. So, even though the inputs of the 
scientists are limitless, bearing in mind that in hospitality, human capital is a unique source 
of competitive advantage, there would be nothing to be done but to invest efforts on this 
direction. Making the most of her presence at the studied hotel during the research and 
having an insight view has been an advantage for the author, especially by confirming that 
the gathered data are consistent.  
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The outcomes of this study for the author, except of the diving into the literature and 
becoming familiar with several techniques and approaches, there has been also a kind of 
verification of the author’s viewpoint which has been formatted through the years of 
experience and learning. That comes to an agreement with Doris Lessing who said “That is 
learning what learning is. You suddenly understand something you have understood all your 
life, but in a new way”. Admittedly, wherever the human factor is involved, nothing can be 
taken for granted, the industry will always have the need of great leaders, to formulate 
better working conditions, reciprocal respect and trust in favor of high-quality performance 
and healthy work environment. Being a leader is a matter of choice; anybody can become 
one through the process of learning, teaching and observation, along with work experience. 
Despite that, great things in businesses are never done by one person, but a team of people. 
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Appendix 
Questionnaire 
 
Background Information
1 Which gender identity do you identify with? ⃝  Male ⃝  Female
2 Which of the following describes you best? ⃝  Intern/ Trainee ⃝
Operation Level 
Employee  
⃝  Management
3 In which age group do you belong? ⃝  18-25 ⃝  26-35 ⃝  36-50 ⃝  51 years and over
4 In which hotel's department do you currently belong? ⃝  Front Office ⃝  Back Office ⃝
Food and 
Beverages
⃝  Housekeeping ⃝
Μaintenance, 
Warehouse, 
Gardeners
5
Please choose the group of years according your work experience in hotel 
industry.
⃝  less than 2 ⃝  3 to 5 ⃝  6 to 10 ⃝  11 years and over
6 Please choose the group of employment years within the company. ⃝  up to 2 seasons ⃝  3 to 5 seasons ⃝  6 to 9 seasons ⃝  10 and over
Work Environment and Standards
7.a I’m satisfied with the working conditions.
7.b I am satisfied with the shift system (working hours) in my hotel.
7.c I have a good relationship with my colleagues. 
7.d I like the type of work that I do. 
7.e I have the tools and resources to do my job well. 
7.f On my job, I have clearly defined quality standards. 
7.g The team spirit in my department is good.
7.h Communications between departments are good.
7.i I am satisfied to work in my hotel in general. 
Training and Personal Development
8.a This company provided as much theoritical training as I needed.
8.b I am satisfied with the training provided by the company for my job position. 
8.c I feel I have progress in my job duties. 
8.d I look for ways to do my job more effectively. 
8.e My job position makes good use of my skills and abilities.
8.f My current job is beneficial to my future career development.
8.g
I am encouraged to explore growth or advancement opportunities within the 
company.
8.h The training opportunities provided within the company are adequate.
8.i I plan to continue my career with this company for at least two more years.
Supervision and Coaching
9.a In my opinion, the management in my hotel is efficient.
9.b My supervisor is open to hearing my opinion or feedback. 
9.c The supervisors inform employees about matters affecting us.
9.d I am satisfied with my supervisor's technical skills. 
9.e I am satisfied with recognition on good performance. 
9.f My supervisor helps me develop to my fullest potential. 
9.g My supervisor treats me with respect and fairness.
9.h The managers of this company care about their employees’ wellbeing.
9.i
I believe that the managers of a hotel are one of the most important factors of 
choosing a hotel to work in. 
Benefits and Salary 
10.a My pay is fair for the work I perform.
10.b I am satisfied with my working meals provided by the company. 
10.c I am satisfied with the transfer from/to the workplace.
11 I am satisfied with the accommodation provided by the company. 
Employment Experience and Employee Engagement
12.a I always try to satisfy customers’ needs.
12.b I feel I can express my honest opinion for any matter affects me.
12.c I believe that my supervisor will support me if any issue arises. 
12.d I am willing to give extra effort to help this company succeed. 
12.e I would recommend working here to friends and acquaintances. 
12.f I am concerned about the image of the company. 
12.g
The financial performance and expansion of the hotel can affect my 
engagement to the company positively.
12.h Overall, I feel a sense of commitment to this company. 
13
In comparison with the latest 2 years (2016-2017), the working conditions of 
the 2018 have been improved.
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝
⃝ ⃝ ⃝ ⃝ ⃝
Strongly Agree Agree Neutral Disagree Strongly Disagree
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝
Strongly Agree Agree Neutral Disagree Strongly Disagree
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝
⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
Disagree Strongly Disagree
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝
Strongly Agree Agree Neutral
⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
Strongly Agree Agree Neutral Disagree Strongly Disagree
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
Strongly Disagree
⃝ ⃝ ⃝ ⃝ ⃝
Strongly Agree Agree Neutral Disagree
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝ ⃝ ⃝
⃝ ⃝ ⃝
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Demographics and Distributions 
 
Work Experience_ Distribution 
 
14
Please choose 3 most important factors from the following alternatives that 
would affect your job satisfaction. 
⃝
⃝
⃝
⃝
⃝
⃝
⃝
⃝
⃝
⃝
⃝
15
What can this organization do to increase your satisfaction and productivity as 
an employee?
 Recognition of performance 
 Sense of achievement
 Stable-and-secured feeling 
…..........................................................................................................................................................................
 Salary and compensation
 Working climate
 Career development opportunities 
 My supervisor 
 The work contents 
 The cooperation with my colleagues 
 Ability utilization 
 Organizational culture 
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Cronbach's Alpha 0.946
No of Items 40
Total of Questionnaire
 
Working Conditions Comparison_ Distribution 
 
Cronbach’s Alpha 
 
 
Cronbach's Alpha 0.831
No of Items 9
Work Environment and Standards
Cronbach's Alpha 0.860
No of Items 9
Training and Personal Development
Cronbach's Alpha 0.929
No of Items 9
Supervision and Coaching
Cronbach's Alpha 0.614
No of Items 3
Benefits and Salary
Cronbach's Alpha 0.877
No of Items 8
Employment Experience and 
Employee Engagement
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 Work Environment and Standards_ Distribution 
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Training and Personal Development_ Distribution 
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Supervision and Coaching_ Distribution 
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Benefits and Salary_ Distribution 
 
Employment Experience and Employee Engagement_ Distribution 
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Communalities Table 
 
Initial Extraction
I’m satisfied with the working conditions 1 0.729
I am satisfied with the shift system (working hours) in 
my hotel
1 0.695
I have a good relationship with my colleagues 1 0.754
I like the type of work that I do 1 0.78
I have the tools and resources to do my job well 1 0.669
On my job, I have clearly defined quality standards 1 0.654
The team spirit in my department is good 1 0.813
Communications between departments are good 1 0.77
I am satisfied to work in my hotel in general 1 0.705
This company provided as much theoritical training as I 
needed
1 0.816
I am satisfied with the training provided by the 
company for my job position
1 0.844
I feel I have progress in my job duties 1 0.739
I look for ways to do my job more effectively 1 0.742
My job position makes good use of my skills and 
abilities
1 0.74
My current job is beneficial to my future career 
development
1 0.67
I am encouraged to explore growth or advancement 
opportunities within the company
1 0.764
The  training opportunities provided within the 
company are adequate
1 0.777
I plan to continue my career with this company for at 
least two more years
1 0.673
In my opinion, the management in my hotel is efficient 1 0.718
My supervisor is open to hearing my opinion or 
feedback
1 0.84
The supervisors inform employees about matters 
affecting us
1 0.747
I am satisfied with my supervisor's technical skills 1 0.773
I am satisfied with recognition on good performance 1 0.808
My supervisor helps me develop to my fullest potential 1 0.83
My supervisor treats me with respect and fairness 1 0.771
The managers of this company care about their 
employees’ wellbeing
1 0.794
I believe that the managers of a hotel are one of the 
most important factors of choosing a hotel to work in
1 0.769
My pay is fair for the work I perform 1 0.631
I am satisfied with my working meals provided by the 
company
1 0.585
I am satisfied with the transfer from/to the workplace 1 0.749
I am satisfied with the accommodation provided by the 
company
1 0.646
I always try to satisfy customers’ needs 1 0.669
I feel I can express my honest opinion for any matter 
affects me
1 0.772
I believe that my supervisor will support me if any 
issue arises
1 0.733
I am willing to give extra effort to help this company 
succeed
1 0.871
I would recommend working here to friends and 
acquaintances
1 0.654
I am concerned about the image of the company 1 0.78
The financial performance and expansion of the hotel 
can affect my engagement to the company positively
1 0.772
Overall, I feel a sense of commitment to this company 1 0.809
In comparison with the latest 2 years (2016-2017), the 
working conditions of the 2018 have been improved
1 0.771
Extraction Method: Principal Component Analysis.
COMMUNALITIES
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Table of Total Variance Explained 
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Table of Descriptive Statistics 
 
N Minimum Maximum Mean Std. Deviation 
Work Environment and Standards  
I am satisfied with the working conditions 100 1 5 4,04 0,898
I am satisfied with the shift system (working hours) in my 
hotel
100 1 5 3,84 0,929
I have a good relationship with my colleagues 100 2 5 4,37 0,691
I like the type of work that I do 100 1 5 4,2 0,899
I have the tools and resources to do my job well 100 1 5 3,9 0,948
On my job, I have clearly defined quality standards 100 1 5 3,85 0,903
The team spirit in my department is good 100 1 5 3,8 0,921
Communications between departments are good 100 1 5 3,48 1,03
I am satisfied to work in my hotel in general 100 1 5 4,07 0,782
Training and Personal Development   
This company provided as much theoritical training as I 
needed
100 1 5 3,74 0,97
I am satisfied with the training provided by the company 
for my job position
100 1 5 3,71 0,957
I feel I have progress in my job duties 100 1 5 4,27 0,815
I look for ways to do my job more effectively 100 3 5 4,41 0,637
My job position makes good use of my skills and abilities 100 1 5 3,87 0,981
My current job is beneficial to my future career 
development
100 1 5 3,86 1,128
I am encouraged to explore growth or advancement 
opportunities within the company
100 1 5 3,92 1,002
The training opportunities provided within the company 
are adequate
100 1 5 3,37 1,031
I plan to continue my career with this company for at 
least two more years
100 1 5 3,79 1,131
Supervision and Coaching
In my opinion, the management in my hotel is efficient 100 1 5 3,83 0,943
My supervisor is open to hearing my opinion or feedback 100 1 5 4,01 1,168
The supervisors inform employees about matters 
affecting us
100 1 5 4,05 0,857
I am satisfied with my supervisor's technical skills 100 1 5 3,94 1,081
I am satisfied with recognition on good performance 100 1 5 3,72 1,12
My supervisor helps me develop to my fullest potential 100 1 5 3,59 1,164
My supervisor treats me with respect and fairness 100 1 5 3,94 1,162
The managers of this company care about their 
employees’ wellbeing
100 1 5 3,82 1,077
I believe that the managers of a hotel are one of the 
most important factors of choosing a hotel to work in
100 1 5 4,14 0,888
Benefits and Salary
 My pay is fair for the work I perform 100 1 5 3,17 1,173
I am satisfied with my working meals provided by the 
company
100 1 5 3,54 1,176
I am satisfied with the transfer from/to the workplace 100 2 5 3,78 0,917
I am satisfied with the accommodation provided by the 
company.
93 1 5 3,75 1,028
Employment Experience and 
Employee Engagement
I always try to satisfy customers’ needs 100 1 5 4,54 0,717
I feel I can express my honest opinion for any matter 
affects me
100 1 5 3,92 1,012
I believe that my supervisor will support me if any issue 
arises
100 1 5 3,95 0,989
I am willing to give extra effort to help this company 
succeed
100 1 5 4,34 0,819
I would recommend working here to friends and 
acquaintances
100 1 5 3,98 1,044
I am concerned about the image of the company 100 1 5 3,95 1,029
The financial performance and expansion of the hotel 
can affect my engagement to the company positively
100 1 5 4,11 0,952
Overall, I feel a sense of commitment to this company 100 1 5 4,02 0,953
In comparison with the latest 2 years (2016-2017), the 
working conditions of the 2018 have been improved
99 1 5 3,53 1,003
Descriptive Statistics
